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ABSTRACT 





In today's e-commerce world sentiment analysis is salient and the most crucial step because it captures the product users opinion, feelings and belief regarding the 
respective product specially to determine whether the users attitude is positive, negative, or neutral .This analysis greatly helps the companies to make necessary 
changes in their product which in return can overcome the flaws that the product is facing and target to a better customer satisfaction. 
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I. INTRODUCTION 

We often observe that the potential customers/ prospects use “product reviews 
and ratings’, very repeatedly. The product reviews are of utmost importance for 
the buyers to decide based on their concerns regarding product's various aspects 
for example a phone's screen size, processor speed, memory etc. Hence senti- 
ment analysis of product reviews provides nearly accurate statistics regarding a 
product, providing an ease to the customers for analyzing the product and zero 
down his/her search for an online product. The key focus here is efficient feature 
extraction, polarity classification thereby summarizing positive and negative or 
neutral polarity. 


A core priority in sentiment analysis is to identify the polarity of a given text, sen- 
tence, or an entity feature Sentiment analysis is a crucial part of business analyt- 
ics used by various product manufacturing companies as it helps them to identify 
satisfaction level of users. Locate the drawbacks in product and find the areas of 
improvement. 


II. LITERATURE SURVEY 

The main approaches used to generate extractive summaries are (1) calculating 
semantics of words(2) lexical chains (3)combinations of heuristics. The tradi- 
tional text summarization and online product reviews summarization are com- 
pletely different aspects because during summarizing user reviews, the aim is to 
gather and identify semantic features of products and later generate a compara- 
tive summary of products based on data obtained from feature-wise sentiment 
classification of the reviews that in turn will help the users and potential buyers in 
making a decision. It has been demonstrated by the authors that traditional unsu- 
pervised text classification techniques like naive Bayes, support vector machine 
do not perform well on sentiment or opinion classification and hence they 
pointed out the necessity for feature-oriented classification. Hence the recent 
research work in opinion mining is mainly oriented towards and summarization 
and feature based extraction. 
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II. PROPOSED SYSTEM 

We propose a framework that will summarize as well as classify reviews and 
extract sentiment score from it. This can be done by crawling websites that pro- 
vide their API's and categorically post product reviews by actual users. As shown 
in figure the analysis has four main phases: 


¢ Review's extraction 
e Preprocessing 

¢ POS tagging 

e Feature score 


¢ Review's extraction: Reviews can be pulled of sites which provide their 
API's openly also some sites do not provide API's openly hence we would 
require their formal approval and consent and after that we can use them. For 
amore accurate analysis large number of reviews are required hence the aim 
should be to pull maximum reviews. 


¢ Preprocessing: In preprocessing stage, the acquired reviews are processed 
in terms of spelling errors as well as sentence boundary detection. It has been 
observed that many reviewers tend to use slang language and to change the 
grammatical correct words by adding certain letters to emphasis their feel- 
ings e.g. Greattttt.awwwwesome etc. Hence such kind of words should be 
processed by clubbing repeating letters into a single letter e.g. 
Greattttt— Great. 


¢ POS tagging: Reviews contain various features about products such as bat- 
tery, display, processor etc. These features are tagged as nouns which are con- 
sidered for identifying features polarity. These features are always described 
by various adjectives and adverbs which play a crucial role in classifying sen- 
timent. 


In order to extract nouns, adjectives adverbs from reviews POS tagging 1s per- 
formed with the help ofa Stanford POS tagger .A Stanford POS tagger is a 
software that takes text as input after that it assigns each word its respective 
part of speech such as word, noun, adjective etc. 


¢ Feature Score: Once the words are classified, we then use SentiWordNet to 
score the classified words. SentiWordNet is a lexical resource for opinion 
mining. SentiWordNet is used to assign synset of WordNet three sentiment 
scores: positivity, negativity, objectivity. 


¢ Sentiment score: After the feature score is calculated the polarity of features 
is displayed and the overall sentiment score is displayed graphically as well 
as percentile score is generated. 


To obtain data from API's we will extract them from open source product review 
website which provide their API's like reviewing.net 


When a product will be searched by the user, we will: 
1. Extract product reviews from database(min10-max100) 


2. Determine parts of speech using Standard POS Tagger. Split phrases into a 
vector of sentences and Split sentences into a vector of words. 


3. Extract meanings and equivalent score for each word, from scoring module. 
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Once the scores are generated calculate their overall sentiment score 
4. Lastly generate precise statistical representation of the sentiment scores 


On the users side he/she will have to log in, once successfully logged the user can 
search the desired product in the search block and obtain sentiment analysis of 
that product statistically. 


The purpose of this system is to get reviews from the user and rate the products on 
the basis of their sentiment scores. It will help the users in buying a genuine prod- 
uct and can prevent users from buying fake products. 


IV. CONCLUSION 

“Customers help customers". 

Decisions by the customers are based mostly on the opinion and views of other 
customer's.On the other side, companies need quick feedback from their custom- 
ers in order to adapt to their needs in real time. Hence sentiment analysis is 
required to guide the new buyers to choose the right product which will meet 
their expectations and also help the manufacturer/ supplier to improve the brand 
value and thereby increase the demand of its product through millions of satisfied 
customer's happier sentimental attachment. 
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